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Customer’s role as an important asset has become more and more distinct. In 
the “customer-oriented” service industry especially, its significance is just like the 
enterprise’s lifeline. For hotel industry, the prominent presentative of service industry, 
to implement customer relationship management is both a big trend and an external 
must. 
The present focal point of hotel’s customer relationship management is how 
hotels enhance customer perceived value. In practice, the value transfer between 
customers and hotels should be bidirectional and balanceable. Only if hotels find their 
own valuable customers, can the value transfer go on. Therefore, hotel’s customer 
relationship management doesn’t mean treating all customers equally without 
differentiation, but distributing resources and developing relationship according to the 
different values brought by various customers. 
     This paper starts with the detailed review of literature on customer relationship 
management and customer lifetime value and introduces the application actuality in 
hotel’s customer relationship management. It suggests hotels should first do customer 
segmentation scientifically if they would like to implement CRM effectively, and the 
standard of segmentation is just the customer lifetime value. Then the paper takes into 
account the different consumption characteristics between hotel’s direct customers 
and agents, constructs a set of hotel’s customer lifetime value evaluation system 
separately to meet the hotels’ need on CRM, and it decides indicators’ weights 
through a survey among fourteen hoteliers who are responsible for CRM in Xiamen 
four-star and five-star hotels. Next, the paper proposes how to calculate the present 
value and potential value of hotel customers by these two sets of evaluation system, 
and accordingly segment and position customers. Finally, the paper refers to Xiamen 
International Seaside Hotel’s management practice and Business Relationship and 















pertinent hotels’ CRM tactics. 
     This paper’s research object is Xiamen four-star and five-star hotels. And it 
decides indicators’ weights by improved AHP, aims at establishing a set of customer 
lifetime value evaluation system which is workable and suitable for hotel industry. 
The proposed planar customer segmentation method is more scientific. All these have 
certain guiding significances for hotels’ CRM practice. 
 





















第二章 相关文献综述 ..............................................................................4 
第一节 关于客户终身价值...................................................................................4 
第二节 关于客户关系管理...................................................................................7 
第三节 关于酒店客户关系管理......................................................................... 11 
第三章 CRM 在酒店业中的应用 ..........................................................13 
第一节 酒店实施 CRM 的现实意义..................................................................13 
第二节 酒店实施 CRM 的现状分析..................................................................14 







第五章 案例分析及借鉴意义 ................................................................48 
第一节 案例分析——厦门国际会展酒店.........................................................48 
第二节 借鉴意义.................................................................................................51 




附  录.......................................................................................................69 
参考文献...................................................................................................72 





























TABLE OF CONTENTS 
 
1. INTRODUCTION ............................................................................... 1 
Research Background and Significance............................................................... 1 
Research Method and Structure ........................................................................... 2 
2. LITERATURE REVIEW.................................................................... 4 
Customer Lifetime Value........................................................................................ 4 
Customer Relationship Management.................................................................... 7 
Hotel’s Customer Relationship Management......................................................11 
3. THE APPLICATION OF CRM IN HOTEL INDUSTRY ............. 13 
The Practical Significance of CRM’s Application in Hotel Industry............... 13 
The Present Status of CRM’s Application in Hotel Industry............................ 14 
4. EVALUATION MODEL OF CUSTOMER LIFETIME VALUE IN 
HOTEL INDUSTRY.......................................................................... 16 
Overall Thread of Constructing the Evaluation Model .................................... 16 
Composing Analysis of Customers in Hotel Industry........................................ 17 
Composing Analysis of Customer Lifetime Value in Hotel Industry ............... 20 
Customer Lifetime Value Evaluation System..................................................... 26 
Establishment of Indicators’ Weights ................................................................. 28 
Value Comparison of Two Kinds of Customers ................................................. 45 
5. CASE STUDY AND REFERENCE ................................................. 48 
Case Study—Xiamen International Seaside Hotel............................................. 48 
Reference................................................................................................................ 51 
6. CONCLUSION AND PROSPECT .................................................. 67 
Conclusion ............................................................................................................. 67 
Innovation.............................................................................................................. 68 
Limitations of the Study and Future Research .................................................. 68 
APPENDICES........................................................................................ 69 























































Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
